Abstract
Introduction

1.
The development and consolidation of wine tourism are allowing rural geographic areas, that were traditionally away from the tourist flows, to strengthen tourism-related activities and at the same time, to enable the generation of additional income in these areas, for individuals and businesses, many of them constituted as agricultural cooperatives. On the other hand, wine tourism enables winemaking companies to sell in the actual winery and to promote the product for the consumption of wine in the place of origin of the traveller. To such end, promotion campaigns of the wine of the geographical area are required, targeting not only the local community but also the travellers. Wine festivals, where the wines produced by winemaking companies are presented, are one of the best showcases for promotion, especially for agricultural cooperatives, finding an ideal way to introduce their products to the local community and to tourists visiting this geographical area, to market them and make contact with companies dedicated to wine distribution (Santos, Sousa, and Marques, 2014) . In recent years, different types of festivals focused on wine, gastronomy and olive oil have proliferated in both rural and urban geographical areas, which attract more and more travellers willing to learn new experiences and discover these territories through their gastronomy (Yuan and Yang, 2008) .
The aim of this paper is to present research on the sociodemographic profile and motivation of tourists attending the wine festival held in the framework of the Designation of Origin (DO) Montilla-Moriles in the province of Cordoba, where each year (now in its Thirty-first edition) companies, most of them agricultural cooperatives from this DO, gather to publicize both the local community and outsiders their food and wine products, to promote this tourist route based on wine, to strengthen the marketing of their products and to expand distribution lines through trade agreements to be closed within the festival itself. The article is divided into seven sections. After this introduction, the second section makes activities in Spain, which are agriculture and tourism. Later, in 2009, this product was completed with gastronomy, thereby strengthening the tourist experience. The official name "Wine Routes of Spain" brings together a total of 21 routes, at the time when this paper was written (February 2015) . Namely: Alicante, El Bierzo, Bullas, Emporda, Garnacho-Campo de Borja, Lleida-Costers del Segre, Jumilla, Marco de Jerez, Montilla-Moriles, Navarra, Penedes, Rias Baixas, Ribera del Duero, Ribera del Guadiana, Rioja Alavesa, Rioja Alta, Rueda, Serrania de Ronda, Somontano, UrielRequena and Yecla. With regard to scientific literature addressing wine tourism in Spain, early studies were approached by foreign writers and focused mainly in two of the most important wine producing areas of the country, La Rioja and the Sherry region (Gilbert, 1992 ; Hall and Mitchell, 2000) . From 2000, as a result of the structuring of the official wine routes and of the socioeconomic and cultural importance that this type of tourism has acquired, scientific literature of Spanish researchers has become rampant. In this sense, literature addresses in depth various tourist routes in Aragon (MarzoNavarro and Pedraja-Iglesias, 2012), Condado de Huelva (De la Orden, 2012), Canary Islands (Alonso and Liu, 2012) , Sherry region (Lopez-Guzman et al., 2014) , Montilla-Moriles (Lopez-Guzman et al., 2009 ) or Valencia (Clemente Ricolfe et al., 2012 .
Focusing on the Wine Festival of Montilla-Moriles, whose commercial name is Cata de Vino Montilla-Moriles (Montilla-Moriles Wine Tastings), it is held in spring in the city of Cordoba, since 1982, and it annually receives more than 80,000 visits (Jiménez, 2014) . The objectives of this festival are both to publicize this product to tourists and to the local community, and to strengthen trade relations between different companies. The wines from this D.O. are produced under flor yeasts and oxidative ageing is carried out through a "criaderas and soleras" pyramid system in oak barrels. Thus, different types of wines that can be tasted in said festival; young, fino, amontillado, oloroso and Pedro Ximenez. This festival has its continuation through two other events that take place in this geographical area. The first is the Harvest Festival held in Montilla, heart of the D.O., on the first weekend of September and which is held to celebrate the harvest of grapes of different terrains that comprise the D.O. The second event is Aleluya del Vino Nuevo (Alleluia of New Wine), where the public presentation of the new vintage of wines made in each campaign takes place, and it is also held on the first weekend of the month of December in Montilla.
Methodology
4.
The methodology for this research was based on conducting fieldwork to know the profile and valuations of tourists regarding the Wine Festival (Wine Tasting) of Montilla-Moriles held in the city of Cordoba in April 2014. The field work was conducted within the actual wine festival site, specifically when respondent tourists where tasting the wine.
The structure of the survey used in the research is based on various previous works (Charters and Ali-Knight, 2002; Carmichael, 2005; Getz and Brown, 2006; Dawson et al., 2011) and responds to the approach of four sections: 1) the embodiment of the trip and determining aspects based on the visit to the wine tasting; 2) attitudes and motivations related to the visit and wine consumption within the festival itself; 3) purchasing behaviour; and 4) the analysis of the sociodemographic characteristics of the respondent tourist.
The surveys were conducted during the days of celebration of the festival, from the 24th to the 27th of April, 2014. The survey was distributed in two languages (Spanish and English). As mentioned, the questionnaire was completed within the festival site. Participants completed the survey with complete independence, although the interviewers were present in case they had some kind of difficulty. The survey was completely anonymous. Previously, a pre-test of 20 surveys was conducted to detect possible deviations and errors. The total number of interviews returned was 679, of which 518 correspond to those tourists who attended the festival during the days on which it was held. Of these, 403 were Spaniards and 105 were non-nationals. Among foreign respondents, foreign tourists from Britain, France and Italy stand out.
The selection of the interviews was conducted by simple random sampling among visitors who met the condition of being a tourist. Interviewers chose the tables distributed within the festival site itself randomly for carrying out the surveys. The first question asked to the selected people was whether their usual place of residence was the city of Cordoba, only continuing with the interview in case of a negative reply. No variable was used to stratify (for example, gender or country of origin) as this type of research had not been conducted in any Wine Tasting edition. The refusal rate to the survey was low and non-significant in terms of any variable. Neither do we know the exact number of tourists who have visited this wine festival in previous years although there is an estimated figure of 80,000 visitors, this being the data we use as target population. There is no record of any similar study having been made to this date, despite it being a festival that is consolidated over time. The survey was distributed during the days indicated proportionally in two different shifts (midday and evening). The number of surveys conducted was similar in the different days of the Wine Tasting, with the exception of April 27th (Sunday), where, and because it only opened for the midday shift, the number of surveys conducted was approximately half of those conducted the other days.
The items used are intended to respond to the indicators and measures proposed for the realization of a demand analysis proposed in order to make systematic comparisons between different wine festivals (Getz and Brown, 2006) . Thus, a combination of technical issues were used through a Likert 5-point scale to judge the motivation and expectations, yes/no answers and both open and closed questions, where surveyed tourists were able to make their comments about this gastronomic experience. The total number of people visiting the wine tasting in 2014 was approximately 80,000. However, these data do not distinguish between local visitors and tourists. Table 1 shows the technical specifications of the research. A convenience sampling was used; this being commonly used in this type of research where respondents are available to be interviewed in a specific space and time (Finn et al., 2000) . The reliability index according to Cronbach's Alpha was 0.778. The high rate of reliability obtained reinforces the validity of the research work carried out (Nunnally and Bernstein, 1994) . Source: Own elaboration.
The data collected were organized, tabulated and analysed using the IBM SPSS Statistics 19 program. Data processing was performed through the use of univariate and bivariate statistical tools.
Results of the Investigation and Discussion 5. Table 2 shows the sociodemographic characteristics of tourists surveyed in the Cordoba Wine Festival according to gender, age, place of origin, professional status, educational level and level of income. According to Table 2, the vast majority of tourists visiting this wine festival were from Spain (79.5%), followed by the UK and France. As for the main regions of origin of tourists it was Andalusia, followed at a great distance by Extremadura, Valencia, Madrid and CastillaLa Mancha. Based on these data, further promotion of the Wine Festival of Montilla-Moriles would be required outside the Andalusian territory, both nationally and internationally, in order to seek a major tourism attraction. Regarding the educational level, tourists with university studies clearly stand out. In terms of age groups, they are mostly people under 50 years of age. This result implies a great potential for the future consumption of this type of wine. As for the purchasing power of visitors, they range between 1,000 and 2,500 euros.
An association was detected between the level of income and age (Pearson Chi-square coefficient = 82.287, p = 0.000) between the educational level and income level (Pearson Chi-square coefficient = 25.308, p = 0.005), between the professional category and income level (Pearson Chi-square coefficient = 58.742, p = 0.000) and between the professional category and gender (Pearson Chi-square coefficient= 16.941, p = 0.005). Source: Own elaboration.
Most tourists surveyed already knew the city (80.3%) and were staying in the city at least for two nights. Let us recall that one of the major challenges of tourism in the city of Cordoba is to increase overnight stays, and events such as this festival can be used to achieve this objective. On the other hand, most visit the city accompanied by their partner (38.4%) or by work colleagues or friends (38.2%). Also, 45.4% indicated that they will attend the wine festival only one day. As for how to learn of this event, most of them were through friends (50.1%) and from the experience of other years (24.3%). This finding corroborates the already pointed idea for the need for further promotion of the Cata del Vino (Wine Tasting).
As for the motivation to attend the wine festival, Table 3 shows the main outcomes measured on a Likert scale of 5 points, being 1-very unimportant and 5-very important. According to the results, the main reasons to visit the Wine Festival are entertainment and socializing with colleagues and friends. Moreover, the motivation to contact exhibitors stands out negatively, thus making us believe that the festival as a meeting point of companies engaged in the structuring of marketing channels should be strengthened. Source: Own elaboration.
As for wine, 77.4% of respondent tourists knew the Montilla-Moriles wine before visiting the city of Cordoba. Furthermore, 29.3% of tourists surveyed drink wine more than once a week. As for their preferences as to the type of wine, this is stated in Table 4 . This question was multiple choices whereby the result is greater than 100. The results show that respondent tourists preferred red wine, followed by white wine. In this regard, in recent years red grapes are being introduced in the geographical area in order to respond to new tastes demanded by the market and where this wine festival can be a good vehicle for display to potential customers. Source: Own elaboration.
Regarding Wine Festival of Cordoba, the most relevant assessments made by respondent tourists are shown in Table 5 . Based upon the answers it can be concluded that the Wine Festival of Cordoba has a positive impact on the image of the city. Moreover, tourists point that it would be of interest to include in this Festival, activities such as music, and to strengthen the gastronomy through an appropriate pairing of wine and traditional cuisine of this geographical area.
Regarding the degree of satisfaction with the visit to the wine tasting, the average, in a Likert scale of 5 points, is 4.19. Thus, 40.1% of tourists surveyed are very satisfied with the visit, while 44.7% are satisfied. An association was detected between the level of satisfaction and the country of origin p = 0.000) and between the level of satisfaction and the level of income (Pearson Chi-square coefficient = 40.066, P = 0.005). 
Aspects Rating
The celebration of the tasting positively influences the image that I have of Cordoba. 4.37
Other sociocultural attractions such as music must be added to this type of events.
4.08
Other products related to gastronomy must be added to this type of events.
4.07
The public authorities should take an active part in organizing such events.
3.98
A good or bad organization influences the number of visitors.
3.92
Weather conditions affect the number of visitors.
3.82
Ease of access, communication and parking influences the number of visitors.
3.63
The lack of economic resources of citizens influences the number of visitors.
3.56
A greater or lesser presence in the media influences the number of visitors.
3.52
Source: Own elaboration
Conclusions
6.
Wine and gastronomic festivals have become in recent years a vehicle for promoting both agricultural products and the tourism destination. In this sense, different geographical areas in Spain have festivals to publicize their products and at the same time, to reinforce the importance they have, in tourist destinations, all in relation with the food and wine culture.
This article presents an analysis of the sociodemographic profile and the motivation of tourists visiting one of the more established wine festivals that exists in Spain, the Montilla-Moriles Wine Tasting, which is held every year in the city of Cordoba and where both residents and visitors gather to learn of the agricultural products originating in the area. The main research results point to the high educational level of foreign visitors, these being people aged around 40, a positive aspect reinforcing an increase in the introduction of this type of wine into this segment of the population. Moreover, we can also highlight the relevance that is increasingly granted to daily consumption of wine.
The main practical application of this research is to contribute to understand the reasons why tourists participate in this type of festivals in order to conceive tourism and cultural products related with agriculture, that best meet the needs of tourists which are at the same time compatible with a sustainable management. This research shows evidence on the diversity of reasons why visitors choose the wine festival as a tourist destination. Based on them, we have identified a motivational dimension called social-hedonistic. In terms of level of satisfaction, the results are high, although there are significant differences being clearly linked to the motivations of the visit. The greatest level of satisfaction is experienced, by far, by to tourists who have a wine and gastronomic interest. Satisfaction decreases slightly, but still remains high, in those tourists who basically seek enjoyment and/or socialization. These results have important implications for improving the Montilla-Moriles Wine Festival as a tourist destination, and with it, the commercial objectives of the wineries, taverns and restaurants who participate to retain, in future, prospective customers. In a competitive environment, such as the current one, a correct configuration and presentation of services and factors that determine visitor satisfaction is necessary. In this study it is determined that motivational variables related to wine and entertainment blend in the festival enclosure. The wine culture and pleasure in life are inextricably linked. In this sense, the festival organizers should be aware that tourists attending the event must leave with both needs covered. To do this, it is recommended from the social-hedonistic dimension, to improve the infrastructure to ensure a greater convenience and comfort of visitors -more shady spots, enabling areas with tables and chairs, reducing noise, among others -and connecting the will of wines with a greater offer of regional cuisine.
The main limitation of this research is based on the scarcity of data existing on the relationship between this wine festival and tourist attendance, so researchers had no prior information on the type of traveller who visits this festival, they didn't even have quantitative data. And we precisely consider this limitation to be one of the great inputs that this research contributes with.
As a future line of research, we recommend a study of both tourists and local residents to learn the ratings and motivations of both groups with respect to the wine festival whose conclusions allow the different public administrations and private companies working in the field of tourism and the promotion of the D.O. Montilla-Moriles have a better understanding of the types of visitors, their motivations and their perception, and most of all, to preserve and reinforce the Montilla-Moriles Wine Tasting.
